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ABSTRACT 
Service Quality ideals and evaluations are 
relatively neglected areas in regard to the 
backpacker/budget traveller segment of the 
tourism market. This study examines the 
Service Quality expectations and evaluations 
of a sample of backpacker visitors to the 
Wet Tropics World Heritage area of 
Northern Australia. It was found that ideals 
were rated more highly than were 
evaluations concerning the region. Older 
visitors were more likely to exhibit a higher 
ideal and also evaluation whereas those with 
a higher level of formal education expressed 
a higher ideal. This study has also found 
that individuals with a higher preference for 
planning and organization in their vacation 
were more likely to be associated with 
higher ideals. Higher evaluation levels 
regarding the destination were associated 
with individuals who preferred a new 
destination each vacation, who preferred 
only a few other people around them during 
a vacation, who preferred outdoor vacation 
facilities and who also preferred little 
previous planning and organization as part 
of their vacation. The implications of these 
findings for destinations and for this visitor 
segment are discussed. 
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INTRODUCTION 
Backpacker expectations and evaluations 
regarding Service Quality have thus far 
received relatively little research attention 
within the tourism/hospitality industry 
context. This is, however, much less the 
case in regard to customers' Service Quality 
ideals in the general service industry 
domain. The investigation of Service 
Quality understandings among customers is 
now seen as of considerable importance. 
Silvestro, Johnston, Fitzgerald and Voss 
(24) have pointed out that the provision of
poor Service Quality is a familiar experience
for most people, and the need to improve is
a common theme of the general service
management literature. Many authors, for
example Voss, Armistead, Johnston and
Morris (28) and Evardsson (3) focus on the
problems in defining Service Quality, and
argue that this basically emanates from the
nature of service itself. Service is typically
regarded as the result of the interaction
between the customer and the service
system, which includes the contact staff,
equipment, service environment and facil­
ities. Commentators such as those men­
tioned above maintain it is this interaction
that results in the characteristics of service
which make the provision, measurement and
control of quality so difficult. Nonetheless 
such an enterprise is now regarded as 
essential. 
There is general widespread agreement in 
the service management literature that the 
provision of service quality is concerned 
with generating customer satisfaction. 
Gronroos (5), Parasuraman, Zeithaml and 
Berry ( 14) and Johnston (7) define service 
quality in terms of customer satisfaction, 
that is, the degree of fit between customers' 
expectations and perceptions of service. 
Some authors have attempted to deal 
specifically with the issue of service quality 
management. Smith (25) argues in support 
of the proposition that service quality is 
difficult to quantify, and also identifies 
measures used in manufacturing firms. 
Voss (27) proposed that it is the intangible 
aspects of the service package which are 
most difficult to measure, and concluded 
that as a result service quality tends to be 
ignored. Johnston and Morris (8) argue that 
service organizations tend to measure only 
what is easy to measure and quantify, and 
shy away from the use of soft, qualitative 
measures. Kaplan (9) argues similarly, but 
for manufacturing businesses, that there is a 
tendency to measure only what is easily 
quantifiable (such as financial performance 
and productivity) even though other aspects 
such as perceived quality, innovation and 
flexibility may be crucial to a company's 
competitive success. 
Hochschild ( 6) has described the work 
performed by service providers as 
"emotional labour" that requires them to 
subsume their own feelings to the goals of 
their employer and the immediate needs of a 
paying customer. Indeed, she described 
encounters as the commercialization of 
human feeling, and warns of the individual 
and social effects this may engender. Klaus 
( 10) has described service encounters as
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interlocking behavior composed of task and 
"ceremonial" elements, in which the former 
are the economic exchange elements and the 
latter the psychological need satisfaction 
that provider and customer bestow on each 
other. Suprenant, Solomon and Gutman 
(26) suggest social interdependence theory
to describe the service encounter, as do
McCallum and Harrison (11). Interde­
pendence theory holds that the behaviors of
each party have an effect on the outcomes
received by the other. It further suggests a
framework for analyzing the balance of
dependence or interdependence that shapes
the nature and content of the interaction.
Key to the issue of dependence and
interdependence is the possession of market­
place power and the strategy of the
organization, as noted by Czepiel (2).
Suprenant et al. (26) have employed role 
theory to explore how the parties learn to act 
and behave in service encounters. Many 
service encounters are relatively standard, 
and are basic social interactions for which 
there are clearly defined roles (customer and 
provider) and for which well-honed scripts 
exist. From this p�rspective, satisfaction 
and effectiveness are functions of role 
clarity, that is the extent to which a party 
understands the nature of role expectations, 
and role congruence, that is the degree of 
agreement between both parties regarding 
the appropriate roles to be played. Role 
ambiguity has been shown to have an effect 
on service providers' job satisfaction (4); as 
has role incongruity. Such findings are said 
to have clear implications for the setting of 
service standards and job design (2). 
Suprenant and Solomon (26) have also 
explored the effect that the style and content 
of service encounters have on customers' 
evaluations of service perf onnance and 
satisfaction. They demonstrated that "prog­
rammed personalization" (nonfunctional 
small talk) in a financial services en-
vironment actually reduced customers' 
evaluations of individual and firm level core 
exchange elements such as competence, 
trust and effectiveness. Czepiel (2) sum­
marized the social view of encounters: 
service encounters are characterized by their 
purposiveness, the motivation of the 
provider and their ability to allow strangers 
to interact in a way that transcends the 
barriers of social status. They are limited in 
scope and have well-defined roles for 
participants in which task-related informa­
tion exchange dominates. 
Zube (29) has argued that physical en­
vironments can be placed on a continuum 
ranging from the most natural through 
various stages to the almost totally 
constructed landscape. The Wet Tropical 
rainforests of northern Queensland have 
recently received a great deal of publicity in 
the Australian media. Ross (23) has found 
that the Wet Tropics region is effectively 
portrayed as being at one end of Zube's 
continuum, a wilderness area, a diverse 
collection of landforms, biological and 
cultural phenomena which has remained 
relatively pristine and unaltered by humans 
in recent times. However it may be that not 
every person regards the Wet Tropics 
rainforests of North Queensland as meeting 
their vacation needs. Some people, whether 
they be overseas tourists or domestic visitors 
may exhibit a different constellation of 
vacation environment preferences regarding 
the Wet Tropics region of Australia. This 
paper will examine some of the vacation 
preferences and evaluations by which 
visitors to North Queensland conceptualize 
the Wet Tropical rainforests as a holiday 
destination. 
Backpackers are now a growing segment of 
the visitor population for many destinations. 
Pearce ( 17) has made the point that the 
. backpacker, sometimes termed budget 
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traveller, may best be defined in social 
rather than economic or demographic tenns. 
He offers a number of basic criteria by 
which this type of traveller may be 
identified. These criteria include a pref­
erence for budget accommodation, an em­
phasis on meeting other travellers, an inde­
pendently arranged and flexible travel plan, 
longer vacations and a preference for 
informal, unstructured but involving 
vacation activities. Pearce goes on to make 
the point that many of these individuals tend 
to be over 40 years of age and can include 
travellers from the host country as well as 
from overseas. 
Riley (18) makes the point that some 
commentators regard tourism as originating, 
in major part, from the "Grand Tour" taken 
by young European aristocrats in the 
seventeenth and eighteenth centuries. Riley 
points out that the "grand tour" had 
equivalents in the long-term religious or 
labour-related travel of the lower classes of 
Europe of this period. This form of tourism 
she styles as "tramping", and argues that it 
afforded opportunities for adventure, 
sightseeing and general education by way of 
hands-on experience. This, the young 
worker's equivalent to the "grand tour", is 
said to be a precursor to the present day 
phenomenon of backpacking. 
Whilst relatively little research has thus far 
been completed in regard to Service Quality 
Ideals and Evaluations of backpackers, there 
is now a growing literature on topics such as 
backpacker roles and motivation (15, 16, 
23) as well as basic elements of the road
culture of backpackers (12, 18). Basically
these studies provide insights into how
budget travellers separate themselves out
from other types of travellers, how they
create and perpetuate their distinct form of
road culture, as well as some of motivational
forces underlying their travel behavior. The
literature is, however, lacking in insights 
regarding the distinct or unique Service 
Quality preferences held by this group of 
travellers regarding the destinations chosen 
to visit, or indeed the destinations not 
chosen to visit. It is possible that members 
of this group do have distinct and 
identifiable Service Quality Ideals and 
evaluations which may be quite different 
from those of other traveller segments. 
The present study has sought to examine 
both Service Quality ideals and evaluations 
regarding the Wet Tropics of northern 
Australia from a sample of backpackers 
visiting this region. This study has also 
sought to investigate a range of vacation 
environment preferences of backpacker 
visitors as they may predict or be associated 
with Service Quality ideals and evaluations. 
i) 
METHOD 
Subjects 
Six hundred budget travellers visiting 
the northern Australian city of Cairns 
were interviewed · during the high 
tourist season (April-September). This 
of one of Australia's premier tourist 
regions, attracting many domestic and 
international visitors throughout the 
year. Cairns is situated on Australia's 
north-eastern seaboard, has the Great 
Barrier Reef adjacent to it and is 
located within the Australian Wet 
Tropics World Heritage area. 
Ross (20) found that this area evokes 
clearly identifiable destination images 
among domestic and inter-national 
visitors. Dominant images associated 
with this destination were found to 
involve the friendliness of the local 
residents and the attractiveness of 
scenery. 
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ii) Questionnaire
A. Subjects were asked to respond
to the following:
Could you please tick the response from 
each of the following which comes closest to 
your views or preferences? 
A. I prefer a vacation in which my
surroundings are:
A little unfamiliar
Somewhat unfamiliar
Very unfamiliar
B. I prefer a vacation in which I
can meet people whose
background or opinions may be
different to my own:
A little different
Somewhat different
Very different
C. I prefer a vacation that is:
Completely organized
beforehand
Has some organization
Has relatively little
organization
D. I prefer a vacation that is:
Part of a structured tour
Unstructured beforehand
E. I prefer a vacation in which:
All details are decided by me
Some details are decided by me
Details are decided by our
group/family
F. I like to try:
Outdoor holiday activities
Indoor holiday activities
G. Which do you prefer:
New vacation destinations each
time
The same vacation destinations
each time
H. Which do you prefer:
Active and exciting leisure
activities
Relaxed and quiet leisure
activities
I. Do you prefer to spend your
holidays with:
Lots of people around
Only a few people around
By yourself
Do you prefer to spend your 
holidays in an environment that 
ts: 
Natural and completely 
unspoiled 
Has only a few leisure facilities 
Has many well-developed 
leisure facilities 
B. Subjects were asked to give
their views on the following
Vacation Activity Preferences
How important do you see Service Quality 
as part of your visit here? 
Very Important 5 4 3 2 1 Unimportant 
Could you please rate how you have found 
Service Quality as part of your trip? 
A Great Amount 5 4 3 2 1 Very Little 
C. Age, sex, previous visitation and
level of formal education were also
recorded.
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iii) Procedure
Data were gathered by final year
psychology students enrolled at the
CairnsCampus ofJamesCook
University. Interviews were con­
ducted at tourist venues and in the
shopping precinct of the city whilst
visitors were sightseeing or waiting
for transport. Before commencing
the study interviewers underwent
training in interviewing techniques,
data recording and interpersonal
skills training. The non-response
rate was an acceptable 19%. The
most frequently cited reason for not
participating was related to language
comprehension.
Potential respondents were identified by 
their age group, dress and accommodation. 
Pearce ( 17) has made the point that budget 
travellers stay in less expensive 
accommodation generally known in 
Australia as "backpacker hostels", dress 
more casually and are most often younger 
than other groups of tourists. The sample 
was gathered using a convenience sampling 
procedure, with data gatherers approaching 
potential respondents at major tourist venues 
requesting their co-operation and asking if 
they were staying in budget traveller 
accommodation. The sample comprised 
57% males and 43% females, with 65% of 
respondents having experienced some 
university or college level education. 
RESULTS 
Descriptive statistics associated with socio­
demographic, service quality and vacation 
preference variables may be found in Table 
1. From this table it can be seen that the
average age of the budget travellers was
approximately 27 years. There were
somewhat more males than females in the
sample, reflecting the actual age and sex 
distribution of this segment of the visitor 
market to the region. This table also reveals 
that the service quality ideal was rated 
higher than the service quality evaluation by 
many of these visitors. Approximately one 
visitor in five had been to this destination 
before. 
Table 2 contains frequencies and percent­
ages for each of the Vacation Activity 
Reference variables. From this table it can 
be seen that a majority of backpacker 
visitors prefer a vacation in which their 
surroundings are somewhat unfamiliar, 
prefer a vacation in which they can meet 
people whose background or opinions are 
somewhat different to their own, prefer a 
vacation that has relatively little 
organization and is not structured 
beforehand, prefer all details to be decided 
by themselves, prefer new vacation 
destinations each time, prefer outdoor 
vacation activities that are active and 
exciting, prefer to spend their vacation with 
only a few people around and prefer to 
spend their vacations in an environment that 
has only a few leisure facilities. 
Pearson R correlation co-efficients have 
been employed in this study so as to 
examine linear relationships between the 
Service Quality measures and socio­
demographic measure. From Table 3 it can 
be seen that age was found to be 
significantly associated with both Service 
Quality measures whereas Formal Education 
was found to be associated with the Service 
Quality Ideal. Older backpackers were 
found to be associated with higher ratings 
for both the Service Quality Ideal and also 
the Service Quality Evaluation whereas 
higher levels of Formal Education was 
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found to be associated with a higher rating 
for the Service Quality Ideal. 
Multiple Regression analytic procedures 
have been used here to examine the relative 
predictive efficiency of the vacation 
preference indicators employing both the 
Service Quality Ideal and the Service 
Quality Evaluation as criterion variables. 
Table 4 reveals Vacation Organization to be 
a strong predictor of the Service Quality 
Ideal. Weaker predictors were Vacation 
Environment and Vacation Destination. 
More individuals with a higher preference 
for planning and organization in their 
vacation were found to be associated with 
higher Service Quality Ideals, as were to a 
lesser degree those who preferred new 
destinations each vacation and those who 
preferred a vacation environment with well­
developed leisure facilities. 
The Multiple Regression analysis involving 
Service Quality Evaluations as the criterion 
variable revealed significant predictors 
involving Vacation Destination, Vacation 
Organization, Vacation Context and 
Vacation Company. Here these visitors who 
preferred little planning and organization as 
part of their vacation, who preferred a new 
destination each vacation, who preferred 
only a few people around them during their 
vacation and who preferred outdoor 
vacation activities were the ones most likely 
to record a higher Service Quality 
Evaluation. 
Analysis of Variance procedures have been 
used in this study so as to examine the 
effects of Service Quality Ideal and Service 
Quality Evaluation as they may jointly or 
individually be associated with the overall 
destination rating. Table 6 shows that only 
the Service Quality Evaluation was found to 
be associated with Destination Rating. 
Higher Service Quality Evaluation was 
found to be associated with a higher 
Destination Rating. No significant findings 
were made regarding the Service Quality 
Ideal. 
The final set of analyses involved cross­
tabulational procedures, examining the 
Service Quality Ideal and Formal Education, 
and the Service Quality Evaluation and 
Destination Rating. Table 7 reports the 
results of a cross-tabulation of Formal 
Education by the Service Quality Ideal. 
From the standardized residuals in this table 
it can be seen that those backpackers with a 
secondary education were more likely to 
report a high Service Quality Ideal whereas 
those with a tertiary level education were 
found more likely to report a somewhat high 
Service Quality Ideal. 
Table 8 presents the results of a cross­
tabulation of Destination Rating by the 
Service Quality Evaluation. Standardized 
residuals here indicate that those who 
evaluate the Service Quality highly at their 
destination were the ones who rated the 
overall destination most highly. However 
those indicating a lower Service Quality 
Evaluation appear to have opted for a 
neutral rating regarding the suitability of 
this destination. 
DISCUSSION 
This study has examined the ideal and actual 
Service Quality judgments made by 
backpackers about an Australian world 
heritage vacation destination. It has also 
examined a range of Vacation Preference 
and Socio-demographic variables as they 
may be associated with Service Quality 
judgments. First of all this study has 
revealed a typical profile of a backpacker 
who prefers surroundings and meeting 
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people somewhat different to what they are 
used to. This person also dislikes structure 
and organization in their vacation, opting to 
retain day-by-day control of travel plans. 
This person also prefers active and exciting 
outdoor vacations at a new destination. 
Finally this person prefers to have only a 
few people about and is happiest with 
minimal built leisure facilities. Thus there 
emerges a pattern· of a person who is 
spontaneous, wants to feel in control, and 
who seeks varied and new experiences 
whilst on vacation in relatively pristine 
natural environments. The study has also 
revealed that older visitors were more likely 
to be associated with both measures of 
Service Quality, but particularly with the 
Service Quality Evaluation. Thus older 
backpackers were found to be associated 
with higher actual judgments involving 
Service Quality, whereas younger 
backpackers were not. It may be the case 
that younger backpackers are revealing a 
perception that the type and . quality of 
services offered to them as a group are not 
what they expected, or not of a standard as 
found at other destinations. The precise 
nature of this dissatisfaction should now be 
investigated so that a better standard of 
service may be offered to this group. 
This study has investigated both Service 
Quality Ideals and Service Quality 
Evaluations as they may be predicted by a 
set of vacation preferences. The major 
predictor of the Service Quality Ideal was 
Vacation Organization. Thus those 
individuals who highly value forward 
planning and detailed organization as a 
major characteristic of their vacation are the 
ones who reveal higher Service Quality 
Ideals. In contrast those who are relatively 
unstructured and spontaneous do not bring 
with them such relatively high Service 
Quality Ideals. Their flexibility seems to 
carry over to the services they expect or 
demand. It is possible that such individuals 
are less likely to be disappointed in contexts 
which offer services very different from 
those to which are they accustomed. Such 
individuals would seem to be more 
adaptable and resilient. Higher actual 
Service Quality judgments, on the other 
hand, were found to be associated with 
visitors who were unstructured and 
spontaneous and who sought out new 
outdoor vacation contexts with relatively 
few other people present. This particular 
destination would then seem to appeal most 
to the type of backpacker seeking a new 
eco-experience but not as part of any 
organized tour. 
This study has also investigated the separate 
and combined effects of the Service Quality 
measures on judgements of destination 
ratings. Only the measure of Service 
Quality evaluations was found to be 
significantly related to destination ratings, 
with higher Service Quality Evaluations 
being associated with ideal destination. 
ratings. It is worth noting that Ideal Service 
Quality judgments were not found to be, 
either separately or in interaction with 
Service Quality Evaluations, related to 
destination ratings. Thus it may be the case 
that it is more likely to be the experiences 
had during the visit to the destination, and 
not so much the ideals or preconceptions 
brought to the destination, which will 
influence the final judgment about the 
destination's suitability as a vacation venue. 
This study has also found some differences 
in regard to level of formal education. 
Those who attained a secondary education 
appeared to bring with them very high 
Service Quality Ideals, whereas those who 
had attained some tertiary education would 
seem to bring with them less elevated levels 
of an expectation regarding Service Quality 
Ideals. It may be that the latter group is 
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younger, perhaps having had fewer previous 
vacation experiences upon which to 
construct Service Quality Ideals. Finally it 
was found that those who most highly 
evaluate the Service Quality at the 
destination were the people to regard it as an 
ideal destination. However those who judge 
the service at the destination to be lower 
rated it as neutral, but not unsuitable. It 
may here be the case that a lower estimation 
of the perceived level of Service Quality at a 
destination does not lead backpackers to 
regard the destination as unsuitable and of 
no interest to them. It is possible that they 
may view such a lack of service as less than 
optimal, but still retain sufficient motivation 
and interest in the physical and cultural 
environment to enjoy it further. A much 
more detailed examination of Service 
Quality environmental interest and 
satisfaction would now seem of some use. 
In conclusion a number of interesting and 
important findings have emerged from this 
study. Both Service Quality Ideals and 
Evaluations have been found to be 
associated with a variety of vacation 
environment preferences. Those charged 
with the marketing and the management of 
destinations such as the one examined in this 
study might profitably learn from a clearer 
understanding of the expectations that 
backpackers bring to such a place and also 
the evaluations with which they leave. 
Service Quality is one such dimension 
which has the potential to influence a great 
deal of "word of mouth" publicity, a source 
of information often relied on by many from 
this segment. Poor Service Quality, particu­
larly Service Quality evaluation does have 
the capacity to have a detrimental effect 
upon the size and composition of this 
increasingly important market for many eco­
tourism destinations. Destination managers 
need to ensure that considerable scope exists 
for backpacker vacations that are 
characterized by spontaneity and lack of 
structure. Moreover managers need to 
attend to the needs of perceived deficiencies 
of younger backpackers. Areas such as 
these would seem to be of major importance 
if members of this visitor segment are to 
leave a destination such as this with a 
readiness or disposition to speak well of the 
service at the destination. In conclusion this 
study represents an initial investigation into 
service quality and vacation environment 
issues. A great deal more needs to be done 
in regard to the investigation of this topic so 
that more is known about this increasingly 
salient segment of the visitor market. 
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Tablet 
Descriptive Statistics associated with major variables involved in this study 
Variable Mean Standard Range 
Deviation 
Age 26.8 10.211 16-75
Destination Rating 3.946 .855 1-5
Service Quality Ideal , 3.636 11.163 1-5
Service Quality 3.513 .967 1-5
Evaluation 
Gender Male: 345(58.3%) 
Female: 247(41.7%) 
Formal Education Primary: 3(.5%) 
Secondary: 137(23.5%) 
Post-Sec.: 63(11 %) 
Univ /Coll: 377(65%) 
Previous Visitation Yes: 120(21 %) 
No: 449(79%) 
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Table 2. 
Frequencies of Percentages for Vacation Preference Indicators 
Frequency Percentage 
A. I prefer a vacation in which my surroundings are:
A little unfamiliar 79 13.435 
Somewhat unfamiliar 308 52.381 
Very unfamiliar 201 34.184 
B. I prefer a vacation in which I can meet people
whose background or opinions may be different to
my own:
A little different 87 14.771 
Somewhat different 349 59.253 
Very different 153 25.976 
c. I prefer a vacation that is:
Completely organised beforehand 31 5.245 
Has some organisation 227 38.409 
Has relatively little organisation 333 56.345 
D. I prefer a vacation that is:
Part of a structured tour 94 16.014 
Unstructured beforehand 493 83.986 
E. I prefer a vacation in which:
All details are decided by me 277 47.189 
Some details are decided by me 190 32.368 
Details are decided by OUR group/ 120 20.443 
family 
F. I like to try:
New vacation destinations each time 570 97.104 
The same vacation destinations each time 17 2.896 
G. Which do you prefer:
Outdoor holiday activities 560 95.076 
Indoor holiday activities 29 4.924 
H. Which do you prefer:
Active and exciting leisure activities 482 83.247 
Relaxed and quiet leisure activities 97 16.753 
I. Do you prefer to spend your holidays with:
Lots of people around 251 43.053 
Only a few people around 308 52.83 
By yourself 24 4.117 
J. Do you prefer to spend your holidays in an
environment that is:
Natural and completely unspoiled 200 34.423 
Has only a few leisure facilities 307 52.84 
Has many well-developed leisure facilities 74 12.737 
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Table3 
Pearson R correlation coefficients representing associations between socio­
demographic measures and Service Quality measures 
Age 
Gender 
Formal Education 
Previous Visitations 
1) Pearson R
2) p value
Ideal 
.147 
.0082 
.015 
.7935 
.118 
.037 
.058 
.3085 
SERVICE QUALITY 
I Evaluation 
(1) .266 
(2) .0001 
.019 
.7408 
.0001 
.982 
0 
1 
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Table 4 
Multiple Regression Analysis of Vacation Preference Indicators, using Service Quality Ideal as Criterion Variable 
SUMMARY STATISTICS TABLE 
1.138 1.108 
Count: IR:302 1.371 
j R-squared: j Adj. R-squared: 
ANALYSIS OF VARIANCE TABLE 
Source: I DF: j Sum Squares: I Mean Square: I F-test: 
Regression 110 154.094 j 5.409 , 4.652 
Residual 1291 1338.399 11.163 I p=.0001 Total 1301 1392.493 I I 
BET A COEFFICIENT TABLE 
Variable: j Coefficient: Std. Err: Std. Coeff: j t-value: Probability 
INTERCEPT / 4.414 I Vacation -.187 .108 -.11 1.733 .0841 Surroundings 
Fellow Travellers' .068 .116 .037 .586 .5582 Similarity 
Vacation Organisation -.512 / .129 -.265 3.967 .0001 
Vacation Structure .27 .203 .086 1.326 .1858 
Vacation -.065 .082 -.045 .798 .4256 Decision-making 
Vacation Destination ,-.72 .354 /-.113 j 2.034 .0428 
Vacation Con text .277 .269 .06 j 1.031 .3032 
Vacation Activity j .165 .18 j .056 j .916 .3604 
Vacation Company j .166 .117 .088 11.418 .1574 
Vacation .236 .099 .139 2.396 .0172 Environment 
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Tables 
Multiple Regression Analysis of Vacation Preference Indicators, using Service 
Quality Evaluation as Criterion Variable 
SUMMARY STATISTICS TABLE 
Count: R: R-squared: Adj. R-squared: 
285 .385 .148 .117 
Source: DF: 
Regression 10 
Residual 274 
Total 284 
Variable: 
INTERCEPT 
Vacation � 
Surroundings 
Fellow Travellers' 
Similarity 
Vacation Organisation 
Vacation Structure 
Vacation 
Decision-making 
Vacation Destination 
Vacation Context 
Vacation Activity 
Vacation Company 
Vacation 
Environment 
ANALYSIS OF VARIAN CE TABLE 
Sum Squares: Mean Square: F-test: 
39.808 3.981 
1229.118 1.836 
1268.996 I 
BETA COEFFICIENT TABLE 
Coefficient: 
4.323 
-.139 
.085 
-.305 
-.008 
.087 
-.956 
1.452 
1-.196 
1.272 
.158 
Std. Err: 
.093 
.101 
.112 
.175 
.073 
.315 
.228 
1.155 
1.102 
.085 
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Std. Coeff: 
-.096 
.053 
-.187 
-.003 
.069 
-.172 
.119 
1-.079 
1.17 
.11 
4.759 
I p=.0001
t-value: Probability 
1.485 .1386 
.842 .4007 
12.727 .0068 
.043 .9655 
1.186 .2368 
3.035 .. 0026 
1.979 .0488 
1.264 .2075 
12.663 1.0082 
1.863 .0635 
Table 6 
Two factor ANOVA analysis of Service Quality Ideal & Service Quality Evaluation, 
using Destination Rating as dependent variable 
Source: df: Sum of Mean F-test:
Squares: Square: 
Ideal Service (A) /1 1.021 11.021 1.501 
Service Evaluation
.: 
(B) 1 6.636 6.363 9.753 
AB 1 .001 .001 .001 
Error 298 1202.774 , .68 
IDEAL/EVALUATION INCIDENCE TABLE 
Service Evaluation 
Ideal Low 
Service 
High 
Totals: 
(1) No. of cases
(2) Mean of Cell
Low 
(1) 
(2) 
High 
89 44 
3.73 4.045 
54 115 
3.852 4.174 
143 159 
3.776 4.138 
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p value: 
, .2215 
.002 
.9729 
Totals 
133 
3.835 
169 
4.071 
302 
3.967 
Table 7 
_Cross-tabulation of Formal Education by Ideal Service Quality level 
Primary 
(1) 0(2) .051LOW (3)-.233 SERVICE 0 QUALITY .106 IDEAL -.345 
0 .302 TO -.659 
1 
HIGH .244 SERVICE 1.761 QUALITY 0 
IDE .296 -.649 
1. Observed frequency2. Expected frequency3. Standardised residuals
FORMAL EDUCATION 
Secondary Post Secondary 
6 1 4.27 1.749 1.004 -.616 
6 4 8.807 3.608 :..1.168 .231 
23 8 25.087 10.277 -.583 -.901 
11 8 20.283 8.309 -2.769 -.131 
37 13 24.553 10.058 3.496 1.171 
University/ College 
9 9.929 -.492 
23 20.479 .957 
63 58.334 1.187 
56 47.164 2.403 
42 57.093 -3.864
Note: Standardised residuals are the difference between the observed and expected frequencies 
divided by the square root of the expected frequencies. The Overall Chi Sq statistic represents 
the sum of squares of these standardised residuals, and each standardised residual represents 
the degree of fit for the no-effects model for each cell. 
SUMMARY STATISTICS 
DF: 12 
Total Chi-Square: 123.575 p=.0232 
Contingency Coefficient: 1.265 Cramer's V: .159 
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Table 8 
Cross-tabulation of Destination Rating by Service Quality Evaluation 
DESTINATION RATING 
Unsuitable Destination Rating to Ideal Destination Rating 
Low (1) 3Service (2) 1.411Quality (3) 1.847Evaluation 
High 0 Service 1.589 Quality -1.847Evaluation 
1. Observed frequency2. Expected frequency3. Standardised residuals
4 41 69 26 5.174 30.105 67.266 39.043 -.723 3.071 .399 -3.364
7 23 74 57 5.826 33.895 75.734 43.957 .723 -3.071 -.399 3.364 
Note: Standardised residuals are the difference between the observed and expected frequencies 
divided by the square root of the expected frequencies. The Overall Chi Sq statistic represents 
the sum of squares of these standardised residuals, and each standardised residual represents 
the degree of fit for the no-effects model for each cell. 
SUMMARY STATISTICS 
DF: 4 
Total Chi-Square: 19.637 p=.0006 
G Statistic: • 
Contingency Coef ficient: , .246 
Cramer's V: j .254 
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